One of important factors that determine the success of retail stores is how to make customers go to shop there, in which they have to shop there continuously. So, retailers should have to satisfy customers in order to keep customers. In this research, the researcher would like to test and describe customer satisfaction and repatronage intentions, through eight variables in Carrefour and Hypermart, and developed into seven hypotheses. This research uses 160 samples to ask their perceptions about Carrefour and Hypermart. Then, from that research, there are two hypotheses that are rejected and five hypotheses that are accepted. Perceived product quality and perceived price are considered as insignificant antecedents of customer satisfaction. However, perceived service quality, store assortment, trust and commitment are considered as significant antecedents of customers' satisfaction, and customer satisfaction is significant antecedent of repatronage intentions.
INTRODUCTION
In the 20 th century, the need of satellite cities are increased rapidly, in which located in adjacent with the big city (Merrilees et al., 2013) . In Jabodetabek area, one of these satellite cities is Lippo Karawaci. Lippo Karawaci is facilitated with educational institutions, businesses, and other facilities. One of these businesses is hypermarket, fulfilling needs and wants of people live in Lippo Karawaci. These hypermarkets are Hypermart and Carrefour, in which both of them are located in Supermall Karawaci. Carrefour is owned by CT Group, and operates 85 stores according to its official website. Besides, there is Hypermart, which is owned by Matahari Putra Prima, and according to its financial report, Hypermart operates more than 99 stores across Indonesia.
Shoppers' satisfactions and repatronage intentions are becoming current major concerns in this research. Repatronage intentions refer to how likely a shopper will shop continuously in a retail store (Akbar, 2014) . Retailers should pay attention to customer satisfaction that brings positive impact to their profit. Retailers should do their best to satisfy customers' needs and wants. Therefore, it is not easy to come up with an instant way, which will make the shoppers happy easily (Akbar, 2014) . In this research, the author will replicate research that is conducted before by Akbar (2014) in Bangladesh. This study is replicated and adapted for Hypermart and Carrefour in Supermall Karawaci.
METHODS
Hypothesis Development. Perceived Service Qualit. Service Quality is defined as customers' long term, cognitive evaluations of a firm's service delivery (Lovelock and Writz, 2011) . Customers will compare what they have been expected before, and what they have experienced during the service delivery, and it can influence customers' satisfaction. When the retailers can provide good service quality, customers can be more satisfied. When the retailers fail in providing good service quality, customers can be more dissatisfied. Therefore, this hypothesis is developed H1 -Perceived service quality has positive impact on customer satisfaction.
Perceived Product Quality. Product Quality is defined as the consumers' judgment about a product's overall excellence and superiority (Tsiotsou, 2006) . After purchasing and usage, customers evaluate whether they are satisfied with the product of not. Like service, customer has certain expectation on product, and it can influence the satisfaction of the shoppers. Both service and product quality can influence customer satisfaction. Therefore, this hypothesis is developed H2 -Perceived product quality has positive impact on customer satisfaction. Store Assortment. An important issue of managing store is store assortment, in retailers should offer an opportunity to visit a retail store at one stop shopping and purchasing goods and services there (Chaiyasoonthorn and Suksa-ngiam, 2011) . Without stopping at other stores, customers can get goods and services that are needed at one stop shopping. Therefore, the variety of the product can influence satisfaction level of customers (Huddleston et al., 2011) . From these statements, this hypothesis is proposed H3 -Store assortment has positive impact on customer satisfaction.
Perceived Price. Perceived price is defined as notion whether the customers consider a product's price as high, low, or fair (Schiffman and Kanuk, 2007) . Several people feel that the price can be fair or unfair. If customers find that the price that they pay is considered by customers as unfair, therefore they may be disappointed with the store. On the other hand, if customers find that the price that they pay is considered by customers as unfair, therefore they may be disappointed with the store. Therefore, this following hypothesis is proposed H4 -Perceived price has positive and significant impact on customer satisfaction.
Trust. Trust is applied in people's life, including in retailing business. Trust itself is defined as willingness to rely on exchange partner in whom a party has confidence (Lo, 2013) . In order to show trust, retailers' personnel must deliver high level of any kind of relationship (Akbar, 2014) . Retailers should be able to show trustworthiness to their customers. By showing trustworthiness, customers can trust the organization, which will lead to customer satisfaction (Deng et al., 2010) . Therefore, it is hypothesized that H5 -Trust has positive on customer satisfaction Commitment. Schiffman et al. (2008) , defined commitment in marketing literature as strength of a consumer relationship to brand, service, or a product. Committed customers tend to be loyal, has a certain emotional feeling towards the brand (Hawkins and Motherbaugh, 2010) . They are willing to use the same brand, since they have certain emotional attachment. Customers are committed to the brand because of their satisfaction. Therefore, it is hypothesized that H6 -Commitment has positive impact on customer satisfaction Customer Satisfaction. Customer Satisfaction is defined as customers' perception of performance of the product or service in relation to his or her expectations (Schiffman and Kanuk, 2007) . In order to maintain profit, retailers should be able to keep their shoppers happy, by fulfilling customers' expectations for the retailers. Customers measures whether the retailers can fulfill customers' expectations well. If not, customers tend to show dissatisfaction.
Repatronage Intentions. Repatronage intentions refer to notion that how likely a shopper will continue shopping at the same retail store in the future (Akbar, 2014) . According to Akbar (2014) , shoppers' repatronage intentions are known as revisit intention, continuance intention, and also customer retention. According to Akbar (2014) and several other researchers, there are several antecedents of repatronage intentions and one of them is Customer Satisfaction. Therefore, it is hypothesized that H7 -Customer Satisfaction has positive on Repatronage Intentions.
Research Model. Akbar (2014) in his previous research uses the following research model in several retail stores in Bangladesh. In this research, this model is used in two major retail stores in Supermall Karawaci.
Sampling. For this research, the sampling technique that is used is simple random sampling, in which are most widely used in quantitative research (McDaniels and Gates, 2010) . In simple random sampling, each element in the population has definite and same probability of selection (Malhotra, 2007) . Then, sample size of this research is 160 samples, obtained by multiplying total measures into five or ten (Hair et al., 2010) .
Figure 1. Research Model

Measurement Instruments
The questionnaire consists of 32 questions, in which each variable has four questions. Table 1 . below shows the questionnaire items and its source. Source: Processed data, 2014
Data Analysis. The data are processed by using SPSS and SEM-PLS. SPSS is used to obtain the descriptive statistics that can be used in helping the data analysis, such as frequencies, mean, and standard deviation. Then, SEM-PLS is used to measure the validity, reliability, and the hypotheses testing. In order to measure validity, Factor Loading of each question should be above 0.5 or higher, Average Variance Extracted should be above 0.5 or higher, and square-root of AVE should be higher than correlations between each constructs (Hair et al., 2006) . Meanwhile, reliability is measured by using Construct Reliability, in which has value more than 0.6. Reliability cannot be established when Construct Reliability has value less than 0.6. Lastly, a hypothesis is accepted and supported if it has t-statistics more than 1.64 for one-tail hypothesis (Hartono, 2011) . For hypothesis testing, the samples are bootstrapped in order to gain more representative sample. The samples are bootstrapped into 5,000 samples. The samples are bootstrapped into 5000 samples. From the table above, it is shown that most of the respondents are females, since most of them do groceries shopping. Most of respondents shop in Hypermart, and visit both hypermarkets 2-4 times monthly. Most of them spend 200,000-500,000 each month. Then, most of respondents are students, since the research mostly is taken in UPH.
RESULT AND DISCUSSION
Then, table 3 below shows the mean and standard deviation (central tendency and dispersion) of each indicator (questionnaire item). In the actual test, the researcher used only 30 questions, instead of all 32 answers due to invalidity of two questions. From the actual test, it is shown here that SA1 and RI1 has factor loading lower than 0.5 (considered as invalid). Therefore, in order to improve validity and reliability for this research, these two questions are removed. Then, discriminant validity is established. Source: Processed Data (2014) After that, reliability can be established. Besides, it is improved when all invalid questions are removed. Table 6 below shows the reliability rate of each variable. It can be inferred that all the data that are gathered during the research are reliable, considered as accurate and consistent enough. Therefore, all variables and indicators can be used if they are valid enough. Then, all hypotheses are tested. Hypotheses result is presented in table 7. below. From all seven hypotheses that are proposed in this research, two of these are rejected because of low T-statistics. Low t-statistics indicate low significance level in order to explain the dependent variable. Low t-statistics indicate low significance level in order to Perceived Service Quality has positive original sample and t-statistics (more than 1.64) toward Customer Satisfaction, indicating positive and significant impact of perceived service quality toward customer satisfaction. It is concluded that retailers should give good service quality (through efficiency and hospitality of the employee of retailers) and it can give satisfaction. Perceived Product Quality has positive original sample toward Customer Satisfaction. However, t-statistics of Perceived Product Quality's value is less than 1.64, indicating insignificance impact. Hypermarkets tend to have broad assortment of products. There are several older goods and fresher goods. Older goods tend to have low quality but fresher goods tend to have better quality. However, it does not significantly impact Customers' Satisfaction.
Store Assortment has positive original sample and t-statistics (more than 1.64) toward customer satisfaction. Therefore, it is shown the significance impact of store assortment toward customer satisfaction. Retailers with good store assortment tend to satisfy customers better, because they provide goods and services at customers' one-stop at that store. Customers can have more time to do other things because they are not making other stops at other stores.
Perceived Price has negative original sample and t-statistics lower than 1.64, indicating negative and insignificance impact to Customer Satisfaction. It can be seen that unfair treatment from employees (Perceived Service Quality) can affect their satisfaction, even though the price of the products are cheap enough.
Trust has positive original sample and t-statistics more than 1.64, indicating positive and significant impact of trust toward customer satisfaction. Trust must be maintained among all parties in the business. If the retailers able to fulfill their promises (being trustable), customers will be satisfied, in which both parties (customers and retailers) can be trustworthy.
Commitment has positive original sample value, indicating positive significance of commitment towards customer satisfaction. Committed customers tend to be satisfied with the retailers. They have certain feeling attachment toward the retailers that automatically bring customer satisfaction.
Customer satisfaction has positive and significant impact toward Repatronage Intentions. This is shown by the positive original sample and high t-statistics (above 1.64), indicating willingness of satisfied customers to return to that store.
MANAGERIAL IMPLICATIONS
Every retailer wants its customers to have repatronage intention, in which more people will buy products from them. Carrefour and Hypermart in Supermall Karawaci may see the effect of good services and products' quality, then other factors, such as price and other factors to the customers' satisfaction, which may increase repatronage intentions of its customers. If Carrefour and Hypermart has several things that may make people unsatisfied, then it should improve these flaws or weaknesses so more people will be satisfied with Carrefour and Hypermart in Supermall Karawaci. This research also inspires other retailers to pay attention to their own customers and their behaviors towards the retailers' store. They may be satisfied or dissatisfied with the products and services that are offered by the stores. Therefore, they can also improve these flaws.
CONCLUSION
There are seven hypotheses that are developed for this research. However, two of these hypotheses are rejected, due to insignificance impact toward customer satisfaction. Both Perceived Product Quality and Perceived Price are considered as least important antecedents of customer satisfaction. However, other factors (Perceived Service Quality, Store Assortment, Trust, and Commitment) are considered as more important antecedents of customer satisfaction. Both Perceived Product Quality and Perceived Price give insignificant impact on customer satisfaction. On the other hand, Perceived Service Quality, Store Assortment, Trust, and Commitment give significant impact on customer satisfaction. Lastly, customer satisfaction has large impact on repatronage intentions that is shown by high significance level. This research's result has several limitations, such as the result cannot cover the whole population, ambiguous questions, failure in giving honest answers, and so on.
For customers, they should express their satisfaction in humane way: complain politely toward the retailers. Retailers should build good trust, by being trust worthy toward the customers. Retailers must make sure that customers receive good service from both Hypermart and Carrefour, and keep the assortments of goods. For the next research, there are many shoppers who shop in both Hypermart and Carrefour. Therefore, other researchers should improve the sample size, so the sample size can cover the whole population.
